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Abstract 
 

Background 
 

Smoking and e-cigarette use is prominent within the lives of young people and still 

causing issues, such as health problems, within society. Although declining, smoking has 

seen a comeback in fashion in recent years after being prominent in runway shows as 

props to portray emotions and characteristics for collections. This is promoted further 

through social media and the growing acceptance of smoking, and more recently vaping, 

in films and other forms of media. Despite its growing proximity to fashion, there are no 

current studies simultaneously looking at smoking and e-cigarette use within a fashion 

context. Therefore, this study aims to explore the effect of smoking representation and 

portrayal in the fashion media, and how it influences consumer purchase intentions.  

 

Methods 
 

This study was conducted using an all female sample of 18-25 year olds. Overall, 

64 participants were recruited for this research. They were required to fill out a Qualtrics 

survey detailing demographic questions about their smoking and vaping habits. 

Additionally, a photo task was undertaken using images of garments with and without a 

cigarette present. The data was then analysed, and inferential statistics were conducted.  

 

Results 
 

This study explored five hypotheses investigating the effects of own smoking and 

vaping behaviours on the liking and intention to buy garments presented in images with or 

without cigarettes. Additionally, friend group and family smoking and vaping behaviours 

were also considered. Furthermore, time spent viewing the different images was explored. 
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Discussion and Conclusion 
 

The results of this study suggested that there were no significant effects for any of 

the five hypotheses tested. Understanding this provided the basis for improvements that 

could be made if future research on the topic was conducted.  
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Introduction 

 

Tobacco kills over 8 million people a year worldwide, with around 1.3 million being 

non-smokers exposed to second-hand smoke. Cigarettes are the most common form of 

tobacco use worldwide; however, all forms are harmful. Therefore, there is no safe level of 

exposure (WHO, 2023).  

Smoking is the largest cause of preventable death in England (NHS, 2024). In 

2019, there was an estimated 74,600 deaths attributed to smoking in the United Kingdom 

(UK) (NHS, 2024), with it being responsible for more than 55,000 cancer deaths (Warnock, 

2023). Around 94% of smokers recognise smoking as a risk factor for cancer (Bramley, 

2024). As a result, smoking is the leading cause of health inequalities (OHID, 2022). 

Despite this smoking has been less popular in recent years, with the lowest proportion of 

smokers recorded in 2023 compared to 2011 (ONS, 2024). However, there are recent 

claims that smoking is now ‘back into fashion’ due to its previous embodiment of the cool 

and glamorous celebrity lifestyle (Bramley, 2024). This suggests that the representation of 

smoking in the fashion media can be seen as a form of nostalgia, returning to the trend of 

Y2K (Petter, 2024).  

Smoking and fashion have been described as the ‘controversial duo’ (Diet Prada, 

2025), with there being an increased romanticisation of smoking on screens and runways. 

For example, the account ‘cigfluencers’ has over 57k followers and curates pictures of 

celebrities and influencers smoking (Petter, 2024). Similarly, following Charli XCX’s most 

recent album, a ‘brat summer’ propelled the image of smoking with the concept being a 

“pack of cigs, a Bic lighter and a strappy white top with no bra” (Rodgers, 2024). This 

suggests the influence of smoking within fashion, with trends helping to glamorise it. This 

is also seen in movies where smoking is used as a character description, instantly 

signalling that a character is cool whilst creating a level of intimacy (Ford, 2023). In 2024, 
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more than 30 films were released that featured smoking (Mohammed, 2024), and with this, 

nine out of the ten films nominated for the Oscars, in the same year, included some form 

of smoking imagery. As a result, there has been a surge in the on-screen tobacco imagery 

shown on popular streaming services, especially for those between 15 and 24. Currently, 

40% of all movies containing tobacco depictions have been rated appropriate for young 

people (Truth Initiative, 2024). This suggests the number of young people depictions of 

smoking can reach. Following this there are specific examples of smoking within fashion, 

with cigarettes being used as props. For example, in Edward Crutchley’s fall 2024 ready-

to-wear show, models walked the runway with unlit cigarettes in their mouths (Leitch, 

2024). Similarly, Aaron Esh [AW24] welcomed guests with a glass bowl full of Marlboro 

Golds and champagne (Hoste et al., 2024). Therefore, this suggests that cigarettes are not 

just trending within fashion but are also being used to curate an image of glamour and 

bring back a sense of ‘Old Hollywood’.  

However, smoking is not the only presence in the media, vaping is also on the rise. 

E-cigarettes have been available since 2004 but did not become popular in the UK until 

2011 (PHE, 2020). Due to a rapid increase in popularity, e-cigarette usage grew by more 

than 400% between 2012 and 2023 (Gov.UK, 2024). E-cigarettes or vapes are seen as a 

more elegant alternative to cigarettes. Being customisable, they can easily match an 

individual’s style in terms of colours, flavours, sizes and shapes (Ourculture, 2022). With 

this level of individuality, e-cigarettes made their fashion show debut in 2016 (Johnson, 

2016). For example, designer Henry Holland collaborated with Vype for the House of 

Holland Spring 2019 collection to create neck pouches, handbags and body harnesses for 

e-cigarettes (Bobila, 2019). This trend can also be seen in the luxury fashion market with 

Miansai creating 18-karat solid gold vape cases. This design is based on old vintage 

Cartier lighters and was created to be a conversation piece (Bobila, 2019). Therefore, like 

cigarettes, e-cigarettes are also prominent in the fashion industry.  
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The terms e-cigarette and vape are used interchangeably throughout this paper. An 

e-cigarette creates an aerosol ‘vapour’ by rapidly heating a customisable liquid unlike the 

typical combustion of traditional cigarettes (Famiglietti et al., 2021). Vaping releases 

nicotine through heating an e-liquid, unlike smoking which releases nicotine by burning 

tobacco (NHS, 2024). Additionally, it is suggested that young people prefer the term ‘vape’ 

over ‘e-cigarette’ (Brown et al., 2020). 

The purpose of this study is to understand the effects of smoking imagery in the 

fashion media. This is based on the current literature and that there are no current studies 

looking simultaneously at smoking and e-cigarette use in a fashion context. From this, the 

aim of this study is to explore the effect of smoking representation and portrayal in the 

fashion media, and how it influences consumer purchase intentions. The study does not 

aim to assess whether individuals will pick up smoking but rather how they react to the 

presence or not of a cigarette within the presented stimuli. This will be achieved 

conducting a study using Qualtrics. A sample of females, aged 18-25 will be required to 

complete an online survey answering questions about smoking and vaping habits. 

Participants will be shown images of outfits with and without models holding cigarettes and 

will further be asked how they feel about the clothing and whether would buy the garments 

shown. Additionally, the time spent looking at each image will be recorded and analysed.  

The introduction is the first part of this paper, and will be followed by the literature 

review, which will go into more depth about the topic. Next, the methods section will 

describe in detail what the participants had to complete and how the data was analysed. 

This will be followed by the results section, which explores the raw findings of the survey. 

Lastly, the discussion will explore the findings of the survey in more detail, examining the 

strengths and weaknesses of the study, alongside any future implications.  
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Literature Review  

 

Tobacco is the deadliest commercially available product in England (Global and 

Public Health, 2017). As of 2023, around six million people aged 18 years and over 

smoked cigarettes in the UK (ONS, 2024). Gilbert (2007) found that most people begin 

smoking in their adolescent years, with young women starting to smoke earlier than young 

men. The younger an adolescent begins smoking, the more likely they are to become a 

regular smoker and, therefore, the less likely they are to quit (Gilbert, 2007). Furthermore, 

in Italy smoking was highest amongst young women (Amos, 2005). Until the first study 

connecting smoking and lung cancer development in the 1950s, smoking was considered 

as not harmful to an individual’s health (Huszka et al., 2014). As a result, cigarettes had a 

big presence in society, especially in the media. Seen as a fashionable prop in the external 

portrayal of identity, cigarettes are used to portray glamorous and desirable images. 

Additionally fear of rejection and alienation from peer and social groups are also prominent 

factors for a positive association (Gilbert, 2007).  

Many smokers begin smoking as teenagers, becoming addicted before fully 

understanding the health risks (Global and Public Health, 2017). However, despite this, a 

significant part of adolescent smoking can be classed as experimental and does not 

necessarily lead to addiction (Brynin, 2002). Individuals may choose to smoke or continue 

smoking for multiple reasons, such as boredom and pleasure. However, one of the most 

prominent reasons is social acceptance (Ho, 2007). For example, if an individual chose to 

not smoke in a social setting, they would need to provide an excuse, and some may be 

seen as more legitimate than others. Additionally, smoking can also be used as a social 

tool, such as bridging the gaps during a conversation (Fry et al., 2010). Therefore, this 

further suggests that cigarettes play a complex social role in the lives of young adults, 
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potentially making it more difficult to avoid as the social factors become more ingrained in 

the peer group. 

Social smoking refers to smoking primarily restricted to social situations, such as 

parties or bars, where other individuals are also smoking. This helps to suggest why 

adolescence is a vulnerable period for smoking initiation and the potential transition to 

heavier smoking (Lisha et al., 2019). Many young adults, smokers or non-smokers, see 

smoking as socially acceptable (Watson et al., 2003). Due to the nature of the social 

context, alcohol consumption often effects the prevalence of social smoking within a 

group. Although prominent with smoking, there is also a common pairing of alcohol 

consumption and e-cigarette use (Famiglietti et al., 2021). This use increases due to the 

mutual cravings and expectancies of the pairing, with social e-cigarette users having a 

higher alcohol use than regular e-cigarette users (Hershberger et al., 2016). This suggests 

that social situations and peer groups can influence an individual’s smoking and e-

cigarette habits, therefore, maintaining the prominence of cigarettes as a social tool in the 

lives of young adults.  

Looking at social learning theory suggests that individuals develop identities based 

on the social groups they affiliate with. The more strongly they identify with the group, the 

more likely they are to exhibit the group’s behaviours (Moran & Sussman, 2014). Social 

influence is defined as the process used by individuals to alter their opinions and beliefs 

surrounding behaviours expressed or observed within a group setting (Moussaid et al., 

2013). This is one of the most important predictors for both direct and indirect smoking 

behaviour, with parents and peers having been found to be the most relevant role models 

for adolescents (Vitoria et al., 2011). Peer socialisation refers to the effect of existing social 

relationships on how individuals form social norms, which can influence behaviour 

(Simons-Morton & Farhat, 2010). This is supported but the notion that individuals are more 

likely to engage in smoking behaviour if they believe it will achieve a particular outcome 
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that they value (Higgins & Conner, 2003). Therefore, this suggests that the smoking and 

vaping behaviours of an individual’s friend group or family could influence their perception 

of the behaviour, relating personality traits to a desired outcome. 

Around 5.1 million adults aged 16 years and over currently use an e-cigarette daily 

or occasionally. This use was highest between those aged 16-24 (ONS, 2024). With e-

cigarette use, experimental or occasional use is the most common and is approved of in 

most social situations with peers (Brown et al., 2020), with more than 2 million high school 

students using e-cigarettes in 2023 (Truth Initiative, 2024). Additionally, there is the 

potential for e-cigarettes to be used as a gateway product for young adults (Famiglietti et 

al., 2021). For example, regardless of a young adults’ intentions, those using e-cigarettes 

are 4.6 times more likely to use cigarettes and become tobacco smokers one year later 

(Owotomo et al., 2020). Following this, the concept of dual use; the use of cigarettes and a 

non-combustible product, such as an e-cigarette, is common (Famiglietti et al., 2021). E-

cigarettes are popular for several reasons. For example, the cost of e-cigarettes is 

substantially lower than that of cigarettes (Al-Hamdani & Manly, 2021). There are lots of 

device options for consumers (Famiglietti et al., 2021), unlike cigarettes, suggesting the 

importance of customisability of e-cigarettes. This personalisation allows individuals to 

customise them much like a phone case or bag (Jones & Salzman, 2020). The trend-like 

nature of e-cigarettes makes them an important fashion accessory and further suggests 

how e-cigarette use, and exposure is embedded in the everyday lives of young adults 

(Coen et al., 2023). Therefore, this suggests that the appealing nature of e-cigarettes, 

especially within a fashion context, provides them with a greater prominence over 

traditional cigarettes for young adults. 

Fashion is a fundamental component of a person’s perception within a social 

context, influencing first impressions within a group (Hester & Hehman, 2023). This 

suggests that individuals seen as having a desired trait will be more influential in the 
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perception of that particular behaviour. Individuals use clothing to define and communicate 

their social identities to others (Burroughs, 1992), and the idea of ‘smoker cool’ has been 

seen as a factor influencing the perception of smoking behaviour in teenagers (Plumridge 

et al., 2002). Therefore, this suggests that feelings towards garments or outfits presented 

with a cigarette, if the individual is perceived as ‘cool’, could have a greater impact than 

those presented without a cigarette as the smoking behaviour influences the perception of 

the individual as having a desirable outcome.  

Exposure to cigarettes and e-cigarettes is maintained through advertising and social 

media. The advertising for e-cigarettes is heavily aimed at adolescents (Jones & Salzman, 

2020), with the most appealing cigarette advertisements containing scenes of fun and 

exciting activities (Moran et al., 2020). A study by Primack et al. (2008), using participants 

aged 14-18, found that those with a higher exposure to films and music were more likely to 

be smokers compared to those with a higher exposure to books, reporting a daily 8.6 

hours of media exposure. This suggests the importance of social media and 

advertisements in the lives of young adults. Further studies support this, suggesting that 

social media depictions of tobacco use can predict future smoking tendencies (Depue et 

al., 2015). As a result, the media acts as a source of observational learning by providing 

role models that young adults may seek to emulate. Providing direct reinforcement for 

smoking or not smoking, the media provides new information about smoking directly to 

impressionable audiences (Wakefield et al., 2009). This suggests that social media and 

the advertisements it endorses can have an effect on the behaviours of viewers, especially 

young adults who do not fully understand the implications of smoking versus not smoking. 

Therefore, media literacy and exposure could be a valuable tool in understanding the 

susceptibility of young adults to smoking media.  

The impact of social media is supported by the increasing exposure of smoking and 

vaping in movies. For example, a study conducted in 2022 using the most-watched Netflix 
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original content among adults aged 18-24 from 2020, found that out of 125 titles, 16 had e-

cigarette related content. Additionally, 13 of the titles showed at least one character 

holding an e-cigarette (Allem et al., 2022). This is supported by the Master Settlement 

Agreement (MSA) which restricts the placement of cigarettes in movies but does not have 

an impact on e-cigarettes (Allem et al., 2022). In some movies smoking is used to portray 

characteristics. This is significant as characteristics, such as being ‘cool,’ is important to 

young adults and integral to the image they present to their peers (Watson et al., 2003). A 

more positive association with these smoking characteristics leads to a higher prediction of 

smoking acceptability (McCool et al., 2005). For example, in Watson et al.’s (2003) study, 

smoking was rated more positively if the person featured in the scene was seen as more 

physically attractive, with a heavy emphasis on the person’s style and the clothes they 

were wearing. Therefore, placement in movie scenes and use of smoking for character 

portrayal has a large influence on young adults’ perceptions of smoking behaviours. 

In addition to external influences, such as social media, research suggests that 

there are genetic predispositions for starting and maintaining smoking behaviours. Most 

individuals begin smoking in their teenage years, with the majority engaging in the 

behaviour to fit in with their peers or as an act of rebellion against their parents (Folan et 

al., 2017). Similarly, individuals who smoke often have family or friends who also smoke 

(Aslam et al., 2024). Additionally, a study conducted in 1992, found that there were seven 

pre-existing characteristics more likely to be found amongst those who started smoking. 

Three key characteristics identified were that individuals would be more likely to smoke if 

they were female, had siblings that smoked or had parents that smoked (Goddard, 1992). 

Therefore, this suggests that there are certain factors that would unconsciously influence 

an individual to engaging in smoking behaviour. However, the genetic and environmental 

factors that influence the initiation of regular smoking differ from those that influence the 

maintenance of the behaviour (Audrain-McGovern et al., 2004). For example, despite 
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family smoking habits potentially influencing an individual’s engagement in the behaviour, 

smoking maintenance would be related to changes in their beliefs about the dangers of 

smoking (Brynin, 2002). Therefore, although family background can suggest a 

predisposition to smoking some of key explanatory factors in take-up are temporary, with 

an individual’s psychological state being an adaptive response to their immediate concerns 

and feelings.  

Addressing the literature, the rationale for this study is as follows. Research 

suggests that women are more likely to start smoking earlier compared to men (Gilbert, 

2007) and more likely to engage in smoking behaviours in general (Goddard, 1992). 

However, smoking is no longer the main behaviour to consider, with e-cigarette use 

growing, especially in social situations (Brown et al., 2020). E-cigarette use is seen to be 

the most popular between 16 and 24 year olds (ONS, 2024), suggesting this group is the 

most susceptible. Additionally, dual use of cigarettes and e-cigarettes is common 

(Famiglietti et al., 2021) and should be considered. Furthermore, there is a gap in the 

literature, with no current studies simultaneously looking at smoking and e-cigarette use, in 

a fashion context. Therefore, this study aims to explore the effect of smoking 

representation and portrayal in the fashion media, and how it influences consumer 

purchase intentions. This will be achieved using an all female sample of 18-25 years olds. 

 

Hypotheses 
 

Furthermore, the hypotheses are as follows: 

 

H1: There will be an effect of own smoking and vaping behaviour on liking the 

garments which are presented with or without a cigarette. 
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H2: There will be an effect of own smoking and vaping behaviour on the intention to 

purchase the garments which are presented with or without a cigarette. 

 

H3.1: There will be an effect on the garment purchase intention based on the 

smoking and vaping habits of immediate family members. 

 

H3.2: There will be an effect on the garment purchase intention based on friend 

group smoking and vaping habits.  

 

H4: There will be an effect of own smoking and vaping behaviour on the time spent 

viewing images of garments presented with or without a cigarette. 
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Methods 

 

Participants  

 

Overall, 94 participants engaged in the survey and clicked on the anonymous online 

survey link. However, only 64 of the responses were complete and could be included in 

the data analysis. A priori power analysis was conducted using G*Power 3.1.9.7 (Faul et 

al., 2007) for the minimum sample size estimation. It was determined that to achieve 80% 

power for detecting a medium effect, at a significance criterion of α = 0.05, N = 44 was 

required. Therefore, the sample size obtained of 64 participants was adequate to test the 

study hypotheses.  

The sample consisted of 64 females, aged 18-24 (M = 20.69, SD = 2.05). The most 

common age recorded was 21 (26.6%), followed by 18 (18.8%) and 20 (17.2%). The least 

common was 24 (3.1%). Of the sample, 62 participants were currently residing in the UK 

(96.9%), one participant was residing in the United States (1.6%) and one participant was 

residing in Canada (1.6%). (See Appendix E).  

Participants were recruited through convenience and snowball sampling, with an 

anonymous link posted on social media that led participants to the Qualtrics survey. The 

advertisement used can be seen at the end of Appendix C.  

 

Materials  

Demographics survey          

A demographics questionnaire was used to collect basic information about 

participants, including their smoking and e-cigarette use habits. Participants were asked 

whether they smoked and were given options as to what best described their smoking 

habits (e.g. ‘I have never smoked’ to ‘I smoke regularly’). Participants were then asked 
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whether anyone in their immediate family smoked and whether anyone in their friend 

group smoked. Lastly, participants were asked the extent to which they had ever felt 

pressured into smoking a cigarette (e.g. ‘never’ to ‘very often’). These questions were then 

mirrored and used to ask participants about their e-cigarette use. Furthermore, if 

participants selected that they did use an e-cigarette, they were presented with two 

additional questions asking whether participants use an e-cigarette instead of smoking 

cigarettes or use an e-cigarette as well as smoking cigarettes. All questions can be seen at 

the end of Appendix C. 

 

Experimental stimuli  

In total 24 images were used in this study. Participants were shown a random 

selection of twelve of these images, six with a cigarette present and six without a cigarette.  

The images shown to participants were of models wearing outfits and were taken 

from the sites of eight well-known clothing brands. These were already pre-existing within 

the public domain and were chosen to provide a varied perspective of the fashion style 

and trends of the time. Each image was duplicated, with one image being kept in the 

original state. Using PowerPoint, an image of a cigarette was added into the hand of the 

model to create the second image (see Appendix D). 

 

Experimental setup  

The survey was set up as follows; participants were exposed to a random selection 

of twelve smoking and non-smoking images. After each outfit, participants were asked to 

rate how they felt about the garments and whether they would purchase the pieces 

displayed in the image, (‘How do you feel about this outfit?’ and ‘How likely are you to buy 

the garments displayed in this image?’). After seeing all twelve images, participants were 
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asked to respond to two open-ended questions asking how the presence of cigarettes had 

influenced them liking the outfit shown in the image and their intention to purchase the 

garments shown (‘How does the portrayal of smoking influence your feelings about the 

garment?’ and ‘How does the portrait of smoking influence your purchase intentions for the 

garments?’). Additionally, for each image, the time spent on the page was recorded to 

compare whether participants had spent more or less time looking at images with or 

without cigarettes. 

Secondly, participants were asked a series of demographic questions, for example, 

their age and whether anyone in their close social network smokes or uses e-

cigarettes. Once this information was provided participants were directed to the debrief 

page. 

 

Procedure 
 

Ethical clearance was obtained from University of the Arts London’s (UAL) ethics 

committee prior to the surveys distribution. Once approved an anonymous link was used to 

collect data via Qualtrics. After participants clicked the link within the advertisement shown 

on social media, they were taken to the participants’ information sheet. Having read this, 

participants were asked to consent to participating in the study before proceeding with the 

experiment. The survey consisted of questions surrounding twelve images which were 

randomly shown to the participants and a demographic questionnaire. After completing the 

survey participants were presented with a debrief sheet containing the aims and benefits 

of the study, including additional information around the research topic and support 

available. Furthermore, the researcher’s email address and the email address of the ethics 

board were provided for use by participants if they had any additional queries. After 

reading through the debriefing sheet, participants were done with the survey. It was 

advised that the survey would take approximately 7-10 minutes to complete. On average, 
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the survey took 6.84 minutes to complete (M = 409.22 seconds, SD = 376.02). (See 

Appendices C and E). 

  

Data analysis  

Data Preparation  

The data was exported from Qualtrics and into the Statistical Package for the Social 

Sciences (SPSS) version 30 for analysis. The data was screened, and incomplete 

responses were removed from the dataset. 

The variable of ‘own smoking and vaping behaviour’ was constructed based on 

whether individuals just smoked, just vaped or both (‘something’) or whether they did not 

either smoke or vape (‘nothing’). Similarly, the variable of ‘friend group smoking and 

vaping behaviour’ was categorised based on whether individuals within the participants 

friend group smoked, just vaped or both (‘something’) or whether they did not smoke or 

vape (‘nothing’). Furthermore, the variable of ‘family smoking and vaping behaviour’ was 

constructed based on whether members of the participants immediate family (parent(s), 

sibling(s) spouse/partner) smoked or used an e-cigarette or whether they did not.  

The variables used to assess the liking of the garments presented in images with or 

without a cigarette were constructed using the mean scores from the question ‘How do you 

feel about this outfit?’ This was done for both images with and without cigarettes 

respectively. Similarly, the variables used to assess the intention to purchase the garments 

presented in images with or without cigarettes were constructed from the mean scores 

from the question ‘How likely are you to buy the garments displayed in this image?’. This 

was done for both images with and without cigarettes. 

The internal reliability of the data was assessed using Cronbach’s Alpha (Cronbach, 

1951). Descriptive statistics were assessed for all of the variables, including the mean and 
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standard deviation. Normality disruptions were assessed using Shapiro-Wilk tests. 

Additionally, Levene’s tests were conducted for variables that were normally distributed.  

 

Hypotheses Testing 

To test research hypothesis one; there will be an effect of own smoking and vaping 

behaviour on liking the garments which are presented with or without a cigarette, a two-

way mixed Analysis of Variance (ANOVA) was conducted. The first factor was a within-

participant factor of own smoking and vaping behaviour that had two levels (‘something’ 

which refers to some form of either smoking or e-cigarette use and ‘nothing’ which refers 

to no smoking or e-cigarette use). The second factor was a between-participant factor of 

the image presented to participants with two levels (presence of a cigarette or not). 

Furthermore, the dependent variable for hypothesis one was the liking of the garments 

presented in the images. The assumptions for further post-hoc testing were not met so 

were not conducted.  

To test hypothesis two; there will be an effect of own smoking and vaping behaviour 

on the intention to purchase the garments which are presented with or without a cigarette, 

a two-way mixed ANOVA was also run. The first factor was a within-participant factor of 

own smoking and vaping behaviour that had two levels (‘something’ which refers to some 

form of either smoking or e-cigarette use and ‘nothing’ which refers to no smoking or e-

cigarette use). The second factor was a between-participant factor of the image presented 

to participants with two levels (presence of a cigarette or not). Additionally, the dependent 

variable for hypothesis two was the intention to buy the garments shown in the images. 

The assumptions for further post-hoc testing were not met so were not conducted. 

Similarly, for hypothesis 3.1; there will be an effect on the garment purchase 

intention based on family smoking and vaping habits, a two-way mixed ANOVA was 

conducted. The first factor was a within-participant factor of family smoking and vaping 
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behaviour that had two levels (whether a member of the participants immediate family 

smokes and/or vapes and whether they do not). The second factor was a between-

participant factor of the image presented to participants with two levels (presence of a 

cigarette or not). The dependent variable for this hypothesis was the intention to buy the 

garments shown in the images. The assumptions for further post-hoc testing were not met 

so were not conducted. 

Additionally, to test hypothesis 3.2; there will be an effect on the garment purchase 

intention based on friend group smoking and vaping habits, a two-way mixed ANOVA was 

used. The first factor was a within participant factor of friend group smoking and vaping 

behaviour (whether anyone in the participants friend group smokes or uses an e-cigarette 

and whether they do not). The second factor was a between-participant factor of the image 

presented to participants with two levels (presence of a cigarette or not). Furthermore, the 

dependent variable was also the intention to buy the garments shown in the images. The 

assumptions for further post-hoc testing were not met so were not conducted. 

To test research hypothesis four; there will be an effect of own smoking and vaping 

behaviour on the time spent viewing images of garments presented with or without a 

cigarette, a Friedman test was used. The dependent variable for hypothesis four was the 

time spent viewing the images. Additionally, Bonferroni pairwise comparisons were 

conducted to investigate the differences in time spent viewing images with or without a 

cigarette and the effects of own smoking and vaping behaviour on this. Furthermore, an 

independent samples t-test was run to explicitly explore the effects found.  

 

Research ethics  

In line with the British Psychological Society’s (BPS) and UAL ethical codes of 

conduct, ethical approval was gained before the survey was distributed. According to 

these, the study was deemed to be of minimal risk.  
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The participant information sheet was displayed to participants before taking part in the 

survey, detailing the requirements and purpose of the research and what participants 

would be required to complete if they chose to take part. Participants were reminded of 

their right to withdraw from the survey at any time by closing the browser window and that 

all incomplete responses would not be included in the study. Additionally, contact details of 

the researcher and ethics board were provided if participants had any concerns or queries 

about the study.  

  After the information sheet, participants were asked to give informed consent for 

their participation in the research and reminded that taking part was completely voluntary. 

Here, participants were reminded that the study was anonymous, and their anonymity 

would be maintained throughout the duration of the study as no identifying information was 

collected. Additionally, participants were made aware that the information was only 

available to the researcher and the research supervisor. Furthermore, they were informed 

that the data would be stored on the UAL one drive after collection and would be for 10 

years before it is deleted. 

  Lastly, a debrief sheet was provided to participants after completing the survey 

questions. This reiterated the aims of the study and the potential benefits from participating 

in the research. It also provided further information about the research topic and what 

participants should do if they felt they needed any support once they had completed the 

survey. See Appendix C. 
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Results 

 

Hypothesis 1 

There will be an effect of own smoking and vaping behaviour on liking the garments which 

are presented with or without a cigarette. 

 

A Shapiro-Wilk test was conducted to assess the normality of the data. It was not 

normally distributed across factor one; own smoking and vaping habits (W = 0.59, p < 

0.001) but it was deemed as normally distributed across the second factor; liking of images 

of garments with a cigarette (W = 0.98, p > 0.05) and liking of images of garments without 

a cigarette (W = 0.94, p > 0.05). Furthermore, a Levene’s test was also not significant, 

indicating that the assumption for the homogeneity of variances was met.  

The descriptive statistics showed that the feeling towards garments in images 

containing cigarettes (M = 5.70, SD = 1.29, N = 64) was lower than the feeling towards 

garments shown in images without cigarettes (M = 5.97, SD = 1.35, N = 64). Additionally, 

the feelings of participants who smoked or used an e-cigarette and viewed an image with a 

cigarette (M = 5.68, SD = 1.45, N = 21) was higher than those who viewed an image with a 

cigarette but did not smoke or use an e-cigarette (M = 5.70, SD = 1.22, N = 43). 

Furthermore, the participants who smoked or used an e-cigarette and viewed an image 

without a cigarette (M = 5.89, SD = 1.56, N = 21) was lower than those who viewed an 

image without a cigarette and did not smoke or use an e-cigarette (M = 6.00, SD = 1.25, N 

= 43).   

            A two-way mixed ANOVA was conducted and results showed that there was no 

main effect of own smoking and vaping behaviour on liking the garments (F (1, 62) = 0.05, 

p > 0.05, partial η² = 0.001). Furthermore, there was no main effect of presentation of the 

garments with or without a cigarette (F (1, 62) = 2.92, p > 0.05, partial η² = 0.05). There 
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was also no interaction between the presentation of garments with and without cigarettes 

and smoking or using an e-cigarette (F (1, 62) = 0.08, p > 0.05, partial η² = 0.001). 

Therefore, the research hypothesis was not supported as individuals liked the outfits 

regardless of their own smoking and vaping behaviours or the presence of cigarettes. See 

Appendix E.  

 

Hypothesis 2 

There will be an effect of own smoking and vaping behaviour on the intention to purchase 

the garments which are presented with or without a cigarette.  

 

A Shapiro-Wilk test was conducted to assess the normality of the data. It was not 

normally distributed across factor one; own smoking and vaping habits (W = 0.59, p < 

0.001) but it was normally distributed across factor two; the purchase intention of garments 

shown in images with a cigarette (W = 0.99, p > 0.05), and purchase intention of garments 

shown in images without a cigarette (W = 0.99, p > 0.05). Furthermore, a Levene’s test 

was also not significant, indicating that the assumption for the homogeneity of variances 

was met. 

The descriptive statistics showed that the purchase intention towards garments in 

images containing cigarettes (M = 4.85, SD = 1.52, N = 64), was lower than the purchase 

intention for garments in images without cigarettes (M = 5.12, SD = 1.64, N = 64). The 

participants who viewed an image without a cigarette and smoked or used an e-cigarette 

had a lower purchase intention (M = 4.76, SD = 1.69, N =21) than those who viewed an 

image without a cigarette but did not smoke or use and e-cigarette (M = 5.29, SD = 1.64, N 

= 43). Additionally, the participants who smoked or used an e-cigarette and viewed an 

image with a cigarette (M = 4.30, SD = 1.43, N = 21) had a lower purchase intention 
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compared to those who viewed an image with a cigarette but did not smoke or use an e-

cigarette (M = 5.11, SD = 1.51, N = 43).  

A two-way mixed ANOVA was conducted and the results showed that there was no 

main effect of own smoking and vaping behaviour on the purchase intention of garments 

(F (1, 62) = 3.14, p > 0.05, partial η² = 0.05). There was also no main effect of the 

presentation of garments with or without a cigarette (F (1, 62) = 3.70, p > 0.05, partial η² = 

0.56). Furthermore, there was no interaction between the presentation of garments with or 

without a cigarette and smoking or using an e-cigarette (F (1, 62) = 0.66, p > 0.05, partial 

η² = 0.01). Therefore, the research hypothesis was not supported as individual’s purchase 

intentions was not influenced by their own smoking and vaping behaviour or the presence 

of cigarettes. See Appendix E. 

 

Hypothesis 3.1 

There will be an effect on the garment purchase intention based on the smoking and 

vaping habits of immediate family members. 

 

This hypothesis was informed on the basis that 34 participants reported having at 

least one immediate family member (parent(s), sibling(s), spouse/partner) that smoked 

and/or used an e-cigarette.  

A Shapiro-Wilk test was conducted to assess the normality of the data. It was not 

normally distributed across factor one; immediate family smoking and vaping habits (W = 

0.64, p < 0.001) but it was normally distributed across factor two; the purchase intention of 

garments shown in images with a cigarette (W = 0.99, p > 0.05), and purchase intention of 

garments shown in images without a cigarette (W = 0.99, p > 0.05). Furthermore, a 

Levene’s test was also not significant, indicating that the assumption for the homogeneity 

of variances was met. 
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The descriptive statistics showed that purchase intention of garments in images 

containing cigarettes (M = 4.85, SD = 1.52, N = 64), was lower than the purchase intention 

for garments in images without cigarettes (M = 5.12, SD = 1.64, N = 64). The purchase 

intention was higher for those who viewed an image with a cigarette and had an immediate 

family member who smoked or used an e-cigarette (M = 4.94, SD = 1.65, N = 34) 

compared to those who viewed an image with a cigarette but did not have an immediate 

family member who smoked or used an e-cigarette (M = 4.73, SD = 1.38, N = 30). 

Additionally, the purchase intention of those who viewed an image without a cigarette and 

did not have an immediate family member who smoked or used an e-cigarette was higher 

(M = 5.27, SD = 1.64, N = 30) compared to those who viewed an image without a cigarette 

and did have a family member who smoked or used an e-cigarette (M = 4.99, SD = 1.65, N 

= 34).  

A two-way mixed ANOVA was conducted and the results showed that there was no 

main effect of the smoking and vaping habits of immediate family members on the 

purchase intention of garments (F (1, 62) = 0.01, p > 0.05, partial η² < 0.01). There was 

also no main effect of the presentation of garments with or without a cigarette (F (1, 62) = 

3.48, p > 0.05, partial η² = 0.05). Furthermore, there was no interaction between 

presentation of garments with or without a cigarette and whether immediate family 

members smoked or used an e-cigarette (F (1, 62) = 2.50, p > 0.05, partial η² = 0.04). 

Therefore, the research hypothesis was not supported as purchase intention was not 

influenced by the smoking and vaping habits of immediate family members or the 

presence of cigarettes in the images shown. See Appendix E. 
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Hypothesis 3.2 

There will be an effect on the garment purchase intention based on friend group smoking 

and vaping habits. 

 

This hypothesis was informed on the basis that 24 out of 64 participants (37.5%) 

were either social smokers or social e-cigarette users, suggesting that friend group 

smoking and vaping habits are a potential factor for effecting own smoking behaviours.  

  A Shapiro-Wilk test was carried out to assess the normality of the data. It was not 

normally distributed across factor one; friend group smoking and vaping habits (W = 0.56, 

p < 0.001) but it was normally distributed across factor two; the purchase intention of 

garments shown in images with cigarettes present (W = 0.99, p > 0.05) and the purchase 

intention of the garments shown in images without cigarettes (W = 0.99, p > 0.05). 

Furthermore, a Levene’s test was also not significant, indicating that the assumption for 

the homogeneity of variances was met. 

The descriptive statistics showed that purchase intention of garments in images 

containing cigarettes (M = 4.85, SD = 1.52, N = 64), was lower than the purchase intention 

for garments in images without cigarettes (M = 5.12, SD = 1.64, N = 64). The purchase 

intention for garments in images with a cigarette and viewed by participants who had a 

friend who smoked or used an e-cigarette (M = 4.72, SD = 1.59, N = 46) was lower 

compared to those who viewed an image with a cigarette but did not have a friend who 

smoked or used an e-cigarette (M = 5.15, SD = 1.31, N = 18). Furthermore, the purchase 

intention of those who viewed an image without a cigarette and had a friend who smoked 

or used an e-cigarette (M = 4.99, SD = 1.75, N = 46) was lower than those who viewed an 

image without a cigarette and did not have a friend who smoked or used an e-cigarette (M 

= 5.46, SD = 1.28, N = 18).  
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A two-way mixed ANOVA was conducted and the results showed that there was no 

main effect on the smoking and vaping habits of friends on the purchase intention of 

garments (F (1, 62) = 1.26, p > 0.05, partial η² = 0.91). There was also no main effect of 

the presentation of garments with or without a cigarette (F (1, 62) = 2.66, p > 0.05, partial 

η² = 0.41). Furthermore, there was no interaction effect between presentation of garments 

with or without a cigarette and the smoking and vaping habits of friends (F (1, 62) = 0.03, p 

> 0.05, partial η² < 0.01). Therefore, the research hypothesis was not supported as 

purchase intention was not influenced by the smoking or vaping habits of friends within a 

friend group or the presence of cigarettes within the images shown. See Appendix E. 

 

Hypothesis 4 

There will be an effect of own smoking and vaping behaviour on the time spent viewing 

images of garments presented with or without a cigarette. 

 

To assess the normality of the data a Shapiro-Wilk test was conducted. The data 

was found to be not normally distributed across time spent viewing images of garments 

presented with a cigarette (W = 0.87, p < 0.001) and the time spent viewing images of 

garments presented without a cigarette (W = 0.85, p < 0.001). As a result, the assumptions 

for conducting a parametric test were violated and a non-parametric test (Friedman test) 

was used.  

The descriptive statistics showed that the time spent viewing the images containing 

a cigarette (M = 12.18, SD = 0.67, N = 64) was similar to the time spent viewing images 

without a cigarette (M = 12.21, SD = 5. 71, N = 64).  

A Friedman test was conducted and the results showed that there was an effect of 

own smoking and vaping behaviour on the time spent viewing images with or without a 

cigarette χ²(2) = 96.30, p < 0.001. Furthermore, a pairwise comparison using a Bonferroni 
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correction for multiple tests, was conducted to assess the differences in the effects of own 

smoking and vaping behaviour on the time spent viewing images with and without a 

cigarette (See Figure 1). Results showed that there were effects between own smoking 

and vaping behaviour and looking at images with a cigarette (p < 0.001) and own smoking 

and vaping behaviour on looking at images without a cigarette (p < 0.001). Therefore, this 

suggests that own smoking and vaping behaviour does influence the time spent viewing 

images with or without a cigarette.  

 

 

 

 

 

To explore this further an independent samples t-test was run. However, the results 

indicated that there was no significant difference between time spent viewing the images 

with a cigarette if currently smoked or used an e-cigarette (M = 12.07, SD = 4.85, N = 21) 

and if they did not smoke or use an e-cigarette (M = 12.23, SD = 5.59, N = 43), t(62) = - 

Figure 1 

Graph to show pairwise comparisons between the effect of own smoking and vaping 

behaviour and the time spent viewing images with or without a cigarette 
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0.12, p > 0.05. Additionally, there was no significant difference between the time spent 

viewing the images without a cigarette if the individual smoked or used and e-cigarette (M 

= 11.33, SD = 3.99, N = 21) and if they did not smoke or use an e-cigarette (M = 12.64, SD 

= 6.38, N = 43), t(62) = - 0.86, p > 0.05. Therefore, this suggests that there is no significant 

effect between the time spent viewing images with or without a cigarette, regardless of 

own smoking and vaping behaviours. See Appendix E. 

 

Conclusion  

In summary, there were no significant effects found for the research hypotheses. It 

was suggested that there are no significant effects between own smoking and vaping 

behaviour and the feeling or purchase intention of garments shown in images with or 

without a cigarette. Additionally, there was also found to be no effect between purchase 

intention of garments shown with or without a cigarette and the smoking and vaping 

behaviours of immediate family members and friends. Furthermore, despite results 

suggesting there was some effect between time spent viewing images with and without 

cigarettes and own smoking and vaping behaviour, further tests concluded that this was 

not significant. Therefore, none of the research hypotheses could be supported. 
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Discussion 

 

Summary of Findings  

The aim of this research is to explore the effect of smoking representation and 

portrayal in the fashion media, and how it influences consumer purchase intentions. The 

results indicated that there were no significant effects between own smoking behaviour 

and liking or purchase intention of the garments shown in the images presented with or 

without a cigarette. There was no significant effect between family smoking and vaping 

habits and garment purchase intention for either presence of a cigarette or not. Similarly, 

there was no significant effect between friend group smoking and vaping habits and the 

intention to purchase the garments. Finally, there was no significant effect of own smoking 

and vaping behaviour on the time spent viewing images of garments presented with or 

without a cigarette.  

 

Discussion of Hypotheses  

Previous literature had suggested that individuals are more likely to engage in 

smoking behaviours if they believe that it will lead to a particular outcome that they value 

or desire (Higgins & Conner, 2003). This suggested that the associations with smoking 

and a desirable experience would make them more perceivable to those who smoked and 

less so to those who did not, as they did not perceive the behaviour in the same way. This 

research did not support this notion of own smoking behaviour not having a significant 

effect on the liking of garments that are presented in images with or without cigarettes. 

Further research could be conducted potentially changing the size of the cigarette shown 

in the image to make it more of an obvious feature as participants may not have noticed 

the altered image, which would be considered as a weakness of this study.  
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It was also suggested that own smoking behaviour did not have an effect on the 

intention to purchase garments which are presented with or without a cigarette. The 

literature suggested that fashion was a fundamental component of a person’s perception 

within a social context, influencing first impressions within a group (Hester & Hehman, 

2023). Therefore, individuals who are seen as having a desired trait will be more likely to 

perceive behaviours and actions that support this outcome. This would suggest that own 

smoking behaviour would have had an effect on garment purchases intention if they were 

presented with or without a cigarette, as the clothing items shown with a cigarette are 

more likely to be perceived by participants as having a ‘smoker cool’ vibe (Plumridge et al., 

2002). However, this outcome was not supported by this research. In order to explore this 

further, ‘coolness’ could be defined, and specific questions could be asked as to whether 

individuals perceive the outfits shown as ‘cool’ or not and this could be used to gain a 

greater understanding of purchase intention using own smoking and vaping behaviour as 

an existing factor.  

Similarly, garment purchase intention was not affected by family or friend group 

smoking and vaping habits. The literature suggests that individuals who smoke often have 

family and friends who smoke (Aslam et al., 2014) and they were more likely to smoke if 

siblings or parents were the immediate family members smoking (Goddard, 1992). 

Following social learning theory, individuals develop identities based on the social groups 

they affiliate with. The more strongly they identify, the more likely they are to exhibit the 

group behaviours (Moran & Sussman, 2014). This contrasts with the results which would 

suggest the friend group behaviour did not have an influence on purchase intention. For 

example, if a friend smoked and looked ‘cool’, there would be a greater chance of the 

individual wanting to emulate the same behaviours, such as, buying the clothes they were 

wearing. Therefore, this suggests that further testing would need to be carried out to 
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assess how family and friend group smoking and vaping behaviours impacted garment 

purchase intention.  

Finally, there was no significant effect on the time spent viewing images of 

garments containing a cigarette or not, regardless of own smoking and vaping behaviours. 

Previous research suggested that social media and movie content containing cigarettes 

and e-cigarettes was widely viewed. For example, in 2020, of the most-watched Netflix 

original content viewed by 18-24 year olds, 16 contained e-cigarette content (Allem et al., 

2020). This shows how images of cigarettes and e-cigarettes are ingrained in the everyday 

lives of young people, making them more subconsciously influenced by the ideas and 

behaviours presented. Although not significant, an effect was suggested for the time spent 

viewing images with or without a cigarette, therefore, further research should be conducted 

with a larger sample size to see if there is a significant effect.  

 

Strengths and Weaknesses of the Study  

One strength of this research is the photo task. This provided extensive data 

surrounding timing, whether participants liked the garments and whether they would 

purchase them. As each image was duplicated, one with a cigarette and one without, it 

was easy and effective to compare the data. This was unique to this study as all stimuli 

was made by the researcher which furthers supports the originality of the study. 

However, despite this aspect, there were weaknesses within the research. There 

was a very high attrition rate for the survey, with many participants not completing all the 

questions or exiting the survey before giving their informed consent. Additionally, uptake 

for the survey was extremely low despite the weeks of outreach conducted by the 

researcher. The average time to complete the survey was within the 7-10 minutes 

originally proposed, however, a shorter time may have helped to increase participation.  
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Furthermore, the use of self-reporting questions around a topic such as smoking 

may have further limited the study, as participants may not have been completely honest 

about their own smoking and vaping behaviours. This could be overcome in future 

research by implementing a mixed methods design. For example, participants could take 

part in semi-structured interviews, answering questions about their own smoking and 

vaping behaviours and the behaviours of their immediate family members and friend 

group. This could then be followed up with the photo task where participants are asked to 

rate the images based on whether they like the garments shown and whether they would 

buy the items. Therefore, this could provide further insight into the impact of own smoking 

and vaping behaviours on the liking of and intention buy garments presented with or 

without a cigarette, and the impact of the smoking and vaping behaviours of friends and 

immediate family. 

Alternatively, further research could also focus on creating a more concise 

questionnaire which could be done by reducing the research hypotheses, to help increase 

participation. This could be assessed with an initial pilot study to test the reception of the 

survey. For example, if further research was being conducted into the time spent viewing 

the images with or without a cigarette eye-tracking could be used. This could help to 

ascertain whether participants noticed the cigarette in the image and how long they 

focused on this for. Therefore, future research could benefit from further testing in the form 

of a pilot study or additional steps to the original process.  

 

Implications  

Following this, further research should be conducted using a larger sample size. 

This could also be extended to include other genders, as this was an all female study, and 

this would make it more generalisable to a wider proportion of the population. For 

example, images could be created using male models and traditionally male centred 
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clothing or groups of models. Additionally, as seen with this research, a shorter survey 

may reduce attrition rates, so further research could be conducted with more focused 

research hypotheses.  

In the future, implications around smoking and e-cigarette use, such as new 

legislation, may have a greater impact on the portrayal of the behaviours within the fashion 

industry. For example, legislation such as the MSA, which restricts the placement of 

cigarettes in movies (Allem et al., 2022), could be introduced for e-cigarettes. When 

implemented, this could be explored using the same study design as this research, to 

assess the perception of smoking and e-cigarette use within a fashion context and how 

this can impact consumer purchase intention.  

 

Conclusion  

In conclusion, this study aimed to explore the effect of smoking representation and 

portrayal in the fashion media, and how it influences consumer purchase intentions. 

However, own smoking and vaping behaviour did not seem to have an effect on purchase 

intention or liking of the garments when shown in images with or without a cigarette. 

Additionally, family smoking habits and friend group smoking and vaping habits did not 

seem to have an effect on garment purchase intention either. Furthermore, own smoking 

and vaping behaviours did not have a significant effect on the time spent looking at images 

with or without a cigarette. Therefore, further research needs to be conducted within a 

smaller range of questions, using a larger, more representative sample size to fully assess 

the impact of smoking representation within the fashion media and it’s impacts on 

consumer purchase intention.  
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Appendix A: Reflective Statement  

 

Although rewarding, writing my dissertation has been extremely challenging and 

without doubt, one of the hardest projects I have undertaken. With this, I am incredibly 

proud of myself for completing it and having it finalise the past three years of studies.  

When originally asked to think about a research topic, I was told to focus on 

something I found interesting within current news and media. Following this, I started to 

browse on social media and came across a post where an individual was wearing a 

Barbour jacket and holding a cigarette. The person looked cool and stylish in the image, 

leading me to explore the portrayal of smoking within the fashion media. As evidenced 

within the report, several fashion shows over the past few years have utilised cigarettes, 

with designers using them as props on their catwalks. This urged me to want to explore 

the effect of smoking representation and portrayal in the fashion media, and how it 

influences consumer purchase intentions.  

Despite my initial interest in my topic, it was hard to remain focused throughout the 

writing process, especially when my results were found to be not significant. With this, 

effective time management became even more important. I found it helpful to make lists, 

breaking down what I needed to do on specific days. This allowed me to feel more 

accomplished at the end of the day. As the deadline grew closer, I also found it helpful to 

create weekly plans, making it easier for me to know exactly what I should be doing on 

each day and the overall goal for that week. Over the last month or so of writing my 

dissertation I began working full-time. Although rewarding, this did make it more difficult for 

me maintain my motivation for completing the work I had assigned myself on time. I 

overcame this by splitting tasks into manageable chunks and factoring in more frequent 

breaks. Alongside the dissertation and working, I also wanted to maintain a certain amount 
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of time for social activities. Although this was reduced whilst undertaking the project, it 

helped me to adapt and prioritise activities so that I could make the most of my time.  

This was the first large scale project I had undertaken on my own since my EPQ in 

year 13 and it was an adjustment from the previous group projects I had taken part in 

during my other years at university. Due to the scale of this project, I found it overwhelming 

at times. Along with making lists and planning, I also found it helpful to make initial mind 

maps for each section detailing what areas I wanted to include or any ideas I had. 

Additionally, I found it helpful to take breaks and get outside in-between times of writing. 

These things allowed me to manage my stress and during the times I did feel 

overwhelmed, I knew that I could do particular things or take more time away from the 

project to manage this effectively. I also started my research early in the process which 

was invaluable when it came to planning the sections and reducing my overall stress when 

it came to writing up the report because all the information was ready for me. Overall, the 

project has really strengthened my self-discipline and made me realise how best to frame 

tasks to maintain my levels of motivation.  

This project has also strengthened my critical thinking skills which have been 

constantly developing across the last three years. Editing my own work forced me to 

evaluate the content and structure of the report, making tough decisions in terms of cutting 

and adding in sections in order to meet the word count requirements. If I was to undertake 

a project of a similar size again, I would spread my edits out over a couple of weeks rather 

than just one. I found it harder to edit sections when I had read over them multiple times in 

the same day so I think it would be beneficial to me to spread this out a bit more.  

Following this, I also was able to learn new skills whilst undertaking this project. For 

example, to create the images with and without a cigarette, I needed to edit an original 

image to contain a cigarette. I learnt to do this on PowerPoint, cropping the image and 
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removing the background. Although small, I am glad that I now know how to do this as I 

will be able to utilise this in other projects 

I chose to utilise the support available to me whilst undertaking this project. 

Attending the Final Major Project seminars was helpful for initial questions and a useful 

reminder for report writing, including APA formatting. I also attended a session with the 

course technician when finalising my survey on Qualtrics. Additionally, I also had some 

meetings with my supervisor, and I was able to keep them updated on any major 

milestones or problems whilst working on the project. It was again important to manage my 

time effectively as all of the people available for help were also busy with other 

commitments, so it was necessary to make sure I was prepared when we did have a 

meeting.  

Having created Qualtrics surveys in previous years I was already familiar with the 

platform, much like I was already familiar with SPSS. Despite this I did need to refresh my 

knowledge on how to conduct certain tests, so it was useful to have my notes from 

previous years to help me. Initially, there was an issue with the Qualtrics whereby a slider 

for a likert scale question was missing, however, this was noticed and fixed quickly so did 

not impact the findings of the study. This reminded me of the importance of checking my 

work multiple times as, although easily fixed, in the moment this was a stressful situation.  

Lastly, the uptake of the survey was extremely frustrating. Despite multiple ways of 

outreach, such as instagram, TikTok and LinkedIn, participation in the survey was low and 

not what I initially expected. This meant I needed to publicise my survey multiple times on 

the same platform and have it available for a longer period to try and increase 

participation. This slowed down the data collection process. Additionally, multiple 

responses were incomplete and could not be used in the report. This was frustrating as the 

perceived number of participants was higher than the actual, useable number. In the 
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future, I could overcome this by conducting a pilot study or reducing the number of 

questions asked within the survey, making it shorter and more concise.  

Overall, this experience has taught me a lot, not only about this topic but about my 

working style. I feel I am now better equipped to motivate myself when undertaking large 

scale projects and more resilient to face the challenges that will undoubtedly accompany 

this. I hope to be able to transfer the skills I have learnt to other projects and my 

professional life.  
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Appendix B: Dissertation Time Plan 
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Appendix C: Approved Ethics Application 
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Appendix D – Questionnaire Stimuli  
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Appendix E: Evaluative Commentary 
Descriptive Statistics  
 

Age and Gender 
 
 

Descriptive Statistics 

 N Minimum Maximum Mean 
Std. 

Deviation 
Age 64 18.00 25.00 20.6875 2.04610 
Gender 64 2 2 2.00 .000 
Valid N (listwise) 64     

 

Age Frequencies  
 

Age 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 18.00 12 18.8 18.8 18.8 

19.00 7 10.9 10.9 29.7 
20.00 11 17.2 17.2 46.9 
21.00 17 26.6 26.6 73.4 
22.00 5 7.8 7.8 81.3 
23.00 5 7.8 7.8 89.1 
24.00 2 3.1 3.1 92.2 
25.00 5 7.8 7.8 100.0 
Total 64 100.0 100.0  

 

Country 
 

Country 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid UK 62 96.9 96.9 96.9 

United 
States 

1 1.6 1.6 98.4 

Canada 1 1.6 1.6 100.0 
Total 64 100.0 100.0  
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Average survey duration 
 
Descriptive Statistics 

 N Minimum Maximum Mean 
Std. 

Deviation 
Duration (in 
seconds) 

64 177.00 2356.00 409.2187 376.94934 

Valid N (listwise) 64     
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Hypothesis 1 
 

Two-way mixed ANOVA 
 
 

Descriptive Statistics 
 SmokerVaperGrou

p Mean 
Std. 

Deviation N 
Mean_feeling_Smoking Something 5.6782 1.44565 21 

None 5.7045 1.22121 43 
Total 5.6959 1.28757 64 

Mean_feeling_NonSmoki
ng 

Something 5.8931 1.55693 21 
None 6.0041 1.24975 43 
Total 5.9677 1.34668 64 

 
 

Tests of Normality 

 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 
SmokerVaperGroup .428 64 <.001 .592 64 <.001 
Mean_feeling_Smoking .062 64 .200* .984 64 .585 
Mean_feeling_NonSmo
king 

.120 64 .023 .944 64 .006 

*. This is a lower bound of the true significance. 
a. Lilliefors Significance Correction 
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Levene's Test of Equality of Error Variancesa 

 
Levene 
Statistic df1 df2 Sig. 

Mean_feeling_Smokin
g 

Based on Mean .581 1 62 .449 
Based on Median .518 1 62 .475 
Based on Median and 
with adjusted df 

.518 1 60.638 .475 

Based on trimmed 
mean 

.535 1 62 .467 

Mean_feeling_NonSm
oking 

Based on Mean .340 1 62 .562 
Based on Median .048 1 62 .827 
Based on Median and 
with adjusted df 

.048 1 49.528 .827 

Based on trimmed 
mean 

.580 1 62 .449 

Tests the null hypothesis that the error variance of the dependent variable is equal across 
groups. 
a. Design: Intercept + SmokerVaperGroup  
 Within Subjects Design: Picture1 
 
 

Between-Subjects Factors 
 Value Label N 
SmokerVaperGrou
p 

1.00 Something 21 
2.00 None 43 

 

 
Tests of Between-Subjects Effects 

Measure:   Feeling   
Transformed Variable:   Average   

Source 
Type III Sum 
of Squares df 

Mean 
Square F Sig. 

Partial Eta 
Squared 

Intercept 3823.304 1 3823.304 1325.78
9 

<.001 .955 

SmokerVaperGr
oup 

.133 1 .133 .046 .831 .001 

Error 178.795 62 2.884    
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Within-Subjects 
Factors 

Measure:   Feeling   

Picture1 
Dependent 

Variable 
1 Mean_feeling_

Smoking 
2 Mean_feeling_

NonSmoking 
 

 
Tests of Within-Subjects Contrasts 

Measure:   Feeling   

Source 
Picture
1 

Type III Sum 
of Squares df 

Mean 
Square F Sig. 

Partial Eta 
Squared 

Picture1 Linear 1.868 1 1.868 2.916 .093 .045 
Picture1 * 
SmokerVaperGroup 

Linear .051 1 .051 .079 .780 .001 

Error(Picture1) Linear 39.719 62 .641    
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Hypothesis 2 
 

Two-way mixed ANOVA  
 

Descriptive Statistics 
 SmokerVaperGrou

p Mean 
Std. 

Deviation N 
Mean_purchase_NonSm
oking 

Something 4.7626 1.68698 21 
None 5.2965 1.60304 43 
Total 5.1213 1.63721 64 

Mean_purchase_Smokin
g 

Something 4.3028 1.42519 21 
None 5.1108 1.50511 43 
Total 4.8457 1.51700 64 

 
Tests of Normality 

 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 
SmokerVaperGroup .428 64 <.001 .592 64 <.001 
Mean_purchase_Smoki
ng 

.058 64 .200* .987 64 .714 

Mean_purchase_NonS
moking 

.078 64 .200* .990 64 .887 

*. This is a lower bound of the true significance. 
a. Lilliefors Significance Correction 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 



86 

Portrayal of Smoking in the Fashion Media 

  

Levene's Test of Equality of Error Variancesa 

 
Levene 
Statistic df1 df2 Sig. 

Mean_purchase_Non
Smoking 

Based on Mean .287 1 62 .594 
Based on Median .157 1 62 .694 
Based on Median and 
with adjusted df 

.157 1 61.741 .694 

Based on trimmed 
mean 

.253 1 62 .617 

Mean_purchase_Smo
king 

Based on Mean .000 1 62 .995 
Based on Median .001 1 62 .972 
Based on Median and 
with adjusted df 

.001 1 61.061 .972 

Based on trimmed 
mean 

.000 1 62 .992 

Tests the null hypothesis that the error variance of the dependent variable is equal across 
groups. 
a. Design: Intercept + SmokerVaperGroup  
 Within Subjects Design: Picture1 
 

Between-Subjects Factors 
 Value Label N 
SmokerVaperGrou
p 

1.00 Something 21 
2.00 None 43 

 
Tests of Between-Subjects Effects 

Measure:   PurchaseIntention   
Transformed Variable:   Average   

Source 
Type III Sum 
of Squares df 

Mean 
Square F Sig. 

Partial Eta 
Squared 

Intercept 2675.019 1 2675.019 660.607 <.001 .914 
SmokerVaperGr
oup 

12.703 1 12.703 3.137 .081 .048 

Error 251.059 62 4.049    
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Within-Subjects 
Factors 

Measure:   
PurchaseIntention   

Picture1 
Dependent 

Variable 
1 Mean_purchas

e_NonSmokin
g 

2 Mean_purchas
e_Smoking 

 
 

Tests of Within-Subjects Contrasts 
Measure:   PurchaseIntention   

Source 
Picture
1 

Type III Sum 
of Squares df 

Mean 
Square F Sig. 

Partial Eta 
Squared 

Picture1 Linear 2.939 1 2.939 3.677 .060 .056 
Picture1 * 
SmokerVaperGroup 

Linear .530 1 .530 .663 .419 .011 

Error(Picture1) Linear 49.557 62 .799    
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Hypothesis 3.1 
Two-way mixed ANOVA 
 

Descriptive Statistics 
 FamilyVapingSmokin

g Mean 
Std. 

Deviation N 
Mean_purchase_Smokin
g 

Nothing 4.7373 1.37644 30 
Something 4.9413 1.64569 34 
Total 4.8457 1.51700 64 

Mean_purchase_NonSm
oking 

Nothing 5.2745 1.63635 30 
Something 4.9861 1.65045 34 
Total 5.1213 1.63721 64 

 
 

Tests of Normality 

 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 
Mean_purchase_Smoki
ng 

.058 64 .200* .987 64 .714 

Mean_purchase_NonS
moking 

.078 64 .200* .990 64 .887 

FamilyVapingSmoking .356 64 <.001 .635 64 <.001 
*. This is a lower bound of the true significance. 
a. Lilliefors Significance Correction 
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Levene's Test of Equality of Error Variancesa 

 
Levene 
Statistic df1 df2 Sig. 

Mean_purchase_Smo
king 

Based on Mean .701 1 62 .406 
Based on Median .671 1 62 .416 
Based on Median and 
with adjusted df 

.671 1 59.811 .416 

Based on trimmed 
mean 

.711 1 62 .402 

Mean_purchase_Non
Smoking 

Based on Mean .004 1 62 .950 
Based on Median .003 1 62 .955 
Based on Median and 
with adjusted df 

.003 1 61.997 .955 

Based on trimmed 
mean 

.003 1 62 .953 

Tests the null hypothesis that the error variance of the dependent variable is equal across 
groups. 
a. Design: Intercept + FamilyVapingSmoking  
 Within Subjects Design: Picture1 
 
 

Between-Subjects Factors 
 Value Label N 
FamilyVapingSmokin
g 

1.00 Nothing 30 
2.00 Something 34 

 
 

Tests of Between-Subjects Effects 
Measure:   MEASURE_1   
Transformed Variable:   Average   

Source 
Type III Sum 
of Squares df 

Mean 
Square F Sig. 

Partial Eta 
Squared 

Intercept 3168.142 1 3168.142 744.864 <.001 .923 
FamilyVapingSmo
king 

.057 1 .057 .013 .908 .000 

Error 263.706 62 4.253    
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Within-Subjects 
Factors 

Measure:   MEASURE_1   

Picture1 
Dependent 

Variable 
1 Mean_purchas

e_Smoking 
2 Mean_purchas

e_NonSmokin
g 

 
 

Tests of Within-Subjects Contrasts 
Measure:   MEASURE_1   

Source 
Picture
1 

Type III Sum 
of Squares df 

Mean 
Square F Sig. 

Partial Eta 
Squared 

Picture1 Linear 2.699 1 2.699 3.475 .067 .053 
Picture1 * 
FamilyVapingSmoking 

Linear 1.932 1 1.932 2.488 .120 .039 

Error(Picture1) Linear 48.155 62 .777    
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Hypothesis 3.2 
 

Two-way mixed ANOVA 
 

Descriptive Statistics 
 FriendSmokingVapin

g Mean 
Std. 

Deviation N 
Mean_purchase_Smokin
g 

Nothing 5.1489 1.30832 18 
Something 4.7270 1.58870 46 
Total 4.8457 1.51700 64 

Mean_purchase_NonSm
oking 

Nothing 5.4649 1.27689 18 
Something 4.9868 1.75243 46 
Total 5.1213 1.63721 64 

 
Tests of Normality 

 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 
Mean_purchase_Smoki
ng 

.058 64 .200* .987 64 .714 

Mean_purchase_NonS
moking 

.078 64 .200* .990 64 .887 

FriendSmokingVaping .451 64 <.001 .563 64 <.001 
*. This is a lower bound of the true significance. 
a. Lilliefors Significance Correction 
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Levene's Test of Equality of Error Variancesa 

 
Levene 
Statistic df1 df2 Sig. 

Mean_purchase_Smo
king 

Based on Mean .984 1 62 .325 
Based on Median .940 1 62 .336 
Based on Median and 
with adjusted df 

.940 1 60.819 .336 

Based on trimmed 
mean 

.941 1 62 .336 

Mean_purchase_Non
Smoking 

Based on Mean 2.567 1 62 .114 
Based on Median 2.541 1 62 .116 
Based on Median and 
with adjusted df 

2.541 1 59.939 .116 

Based on trimmed 
mean 

2.557 1 62 .115 

Tests the null hypothesis that the error variance of the dependent variable is equal across 
groups. 
a. Design: Intercept + FriendSmokingVaping  
 Within Subjects Design: Picture1 
 
 

Between-Subjects Factors 
 Value Label N 
FriendSmokingVapin
g 

1.00 Nothing 18 
2.00 Something 46 

 
 

Tests of Between-Subjects Effects 
Measure:   MEASURE_1   
Transformed Variable:   Average   

Source 
Type III Sum 
of Squares df 

Mean 
Square F Sig. 

Partial Eta 
Squared 

Intercept 2672.974 1 2672.974 641.044 <.001 .912 
FriendSmokingVa
ping 

5.240 1 5.240 1.257 .267 .020 

Error 258.523 62 4.170    
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Within-Subjects 
Factors 

Measure:   MEASURE_1   

Picture1 
Dependent 

Variable 
1 Mean_purchas

e_Smoking 
2 Mean_purchas

e_NonSmokin
g 

 
 

Tests of Within-Subjects Contrasts 
Measure:   MEASURE_1   

Source 
Picture
1 

Type III Sum 
of Squares df 

Mean 
Square F Sig. 

Partial Eta 
Squared 

Picture1 Linear 2.145 1 2.145 2.656 .108 .041 
Picture1 * 
FriendSmokingVaping 

Linear .020 1 .020 .025 .874 .000 

Error(Picture1) Linear 50.067 62 .808    
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Hypothesis 4 
 

Friedman Test 

Descriptive Statistics 

 N Mean 
Std. 

Deviation Minimum Maximum 
Time_NoCigarette 64 12.2123 5.70821 5.47 26.92 
Time_Cigarette 64 12.1768 5.32238 5.64 30.22 
SmokerVaperGrou
p 

64 1.6719 .47324 1.00 2.00 

 
Related-Samples Friedman's Two-Way 

Analysis of Variance by Ranks Summary 
Total N 64 
Test Statistic 96.281 
Degree Of Freedom 2 
Asymptotic Sig.(2-sided 
test) 

<.001 

 
 

Hypothesis Test Summary 
 Null Hypothesis Test Sig.a,b Decision 
1 The distributions of 

SmokerVaperGroup, 
Time_Cigarette and 
Time_NoCigarette are the 
same. 

Related-Samples 
Friedman's Two-Way 
Analysis of Variance by 
Ranks 

<.001 Reject the null 
hypothesis. 

a. The significance level is .050. 
b. Asymptotic significance is displayed. 
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Pairwise Comparisons 

Sample 1-Sample 2 
Test 

Statistic Std. Error 
Std. Test 
Statistic Sig. Adj. Sig.a 

SmokerVaperGroup-
Time_NoCigarette 

-1.453 .177 -8.220 <.001 .000 

SmokerVaperGroup-
Time_Cigarette 

-1.547 .177 -8.750 <.001 .000 

Time_NoCigarette-
Time_Cigarette 

.094 .177 .530 .596 1.000 

Each row tests the null hypothesis that the Sample 1 and Sample 2 distributions are 
the same. 
Asymptotic significances (2-sided tests) are displayed. The significance level is .050. 
a. Significance values have been adjusted by the Bonferroni correction for multiple 
tests. 
 
Independent Samples T-tests 
 

Group Statistics 
 SmokerVaperGro

up N Mean 
Std. 

Deviation 
Std. Error 

Mean 
Time_Cigarette Something 21 12.0654 4.85165 1.05872 

None 43 12.2313 5.59227 .85281 
Time_NoCigaret
te 

Something 21 11.3309 3.98746 .87013 
None 43 12.6428 6.38169 .97320 

 
 

 
 

Group Statistics 
 SmokerVaperGro

up N Mean 
Std. 

Deviation 
Std. Error 

Mean 
Time_NoCigaret
te 

Something 21 11.3309 3.98746 .87013 
None 43 12.6428 6.38169 .97320 

 

 


